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Methodology

Cable TV Cable TV
« Advertising spend data including over 340K parent companies FSI Coupon FS| Coupon
was collected by Nielsen Monitor Plus in English and Hispanic oo Noseoaper oo Nos
(Spamsh/BﬂmguaI) media. This data was analyzed by Santiago P P
Solutions Group for AHAA. National Magazine National Magazine
. ) o ) i National N National N
* First, SSG identified the Top 500 Overall Spending (English + afona S afona S
. . National Sunday National Sunday Supplement
Spanish) parent companies. — E—
etworK rnaalo etworK rnaalio
» Second, SSG classified the overall 500 ad spenders into 5 Tiers Network TV Network TV
according to the percent allocation to Hispanic Media Span Language Cable TV
corresponding to previous AHAA Ad Spend Allocation reports. Span Language Network TV
Spot Radio Spot Radio
v" Best-in-Class (more than 14.2%) ° 1 DA L
naicate naicate
v’ Leaders (6.4%-14.2%) !].1.(? _S.¢11 y y
v" Followers (3.6%-6.3%) SANTIAGO Echu:ne:dE]nglish Excludl\tnegdl-ilispanic
v Laggards (1.0%-3.5%) %%%%'%IONS B2B B2B
. . Predictive Analytics & Growth Consultin Displ Displ
v’ On-The-Sidelines (Less than 1%) A e e

National Cinema
Regional Cinema

 The process was repeated for years 2010 and 2014, thus
permitting the analysis of broad trends in the marketplace.
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Overall AdSpend Context

Hispanic Share of AdSpend Soared to 8.5% in 2014. Top 500 Advertisers Increased
Hispanic Media Spend by $3Bn or 61% vs. only $1.5Bn or 2% in English AdSpend

Ad Spend by Media Language
® Eng NH AdSpend mHisp Media AdSpend

 While overall ad spend among the top 500 advertisers
increased by 5% from $79.0Bn to $83.1Bn from 2010 to
2014, marketers made a steep increase in Hispanic Ad
Spend, jumping 61% from $4.4Bn to $7.1Bn.

* Hispanic allocation jumped to 8.5% of all US top 500
marketers ad spend from 5.5% in 2010 moving from
Follower to Leader tier.

* English Media Ad Spend increased by 2% from $74.6Bn
in 2010 to $76.0Bn in 2014

 The English share of ad spend among the top 500 US marketers
is down t0 91.5% in 2014 from 94.5% in 2010.

2010 2014
$79.0 Bn 5%  $83.1 Bn
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Home Repair-Furnishing, Tech-Telecom-Entertainment & Restaurant above Avg.
Hispanic allocation while Apparel, Appliance-Electronics & Pharma fall below

6 Categories by Hispanic Allocation Tiers

Index: ( Companies in Category )

Tech-Telecom-Entertainment Average Top 500
10.9% .
Home Repair-Furnishing 8.8% ) ¢11-4 /o Restaurant Index
\ Pharma 29
Apparel 7.1% Appliance-Electronics 41
Apparel 84
Home Repair-Furnishing 104
Tech-Telecom-Entern 128
Apbpliance- Restaurant 134
Elepftronics 3.5% \

Other Cateqories Avgs.
CPG Retailers 9.3%
CPG Manufacturers 10.9%

Pharma 2.5%

Allocation
Tiers

UNIVERSITY 2010-2014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for AHAA: The Voice of Hispanic Marketing



BIC & Leader companies grew in number while On-The-Sidelines had
sharpest decline.

Appliance- Home Repair- Tech-Telecom
Electronics A!o:?arel Furnishing th‘?a Restaurant Enternt.
R_ i(( ))) 6 Cats
s Total Tiers
/é Change
\iJ - N° Co’s
B-1-C 0 0o 3 -1 10
Leader 2 1 -2 2 10 5 18
Follower 1 -1 -2 1 -6 -2 -9
Laggard -2 1 0 3 -3 -4 -5
- On-The-Sidelines -11 -2 -4 -3 p) -7 -25

___________________________________________________________________________________________________________________________________________

W W Total Change Among Top
& 5500 In Category -10 +1 -2 +3 +6 -9 11

UNIVERSITY 5



Right Spend = Allocation foundation + Competitive AdSpend
Re-calibration

* Advertisers should consider both Hispanic ad spend and allocation when
budgeting.

* Proper allocation provides an internal base point for successful Hispanic
marketing.

* Ad spend provides a category wide competitive perspective.

In a high ad spend competitive category marketers may have to heighten ad
spends & allocations to attain goals.

<{_ahaa |-
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Hispanic Ad Spend Trends 2010-14

Apparel| Category
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Apparel Category (Apparel, Apparel-Shoes) Among Top 500 US Advertisers

The Apparel Category aggregate Hispanic AdSpend increased 19%. The average Apparel
Company increased Hispanic Dedicated AdSpend to $8.0M boosting their Hispanic Allocation
by 1.8 percentage points to 7.1% moving from Follower - Leader tier.

Total Hispanic AdSpend* Average Apparel Hispanic % of Overall Apparel
$$ Millions Hispanic AdSpend* AdSpend*
$$ Millions
$263M

$221M

1.1%

a = 56.9M / o ;. 5. 3%
— j pomts
2010 2014 2010 2010 2014
aGan *Among Top 500 in 2014

UNIVERSITY 2010-2014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for AHAA: The Voice of Hispanic Marketing



JC PENNEY, SEARS, MACYS = 64% of Ad spend. NIKE, JC PENNEY, SEARS & PAYLESS
NIKE, GAP, KOHLS, PAYLESS = 25% of Ad spend. lead in Hispanic Allocation
. . 1 ir 0 1 0
Hispanic Ad Spend $ (000’s) Hispanic % of Overall Allocation (7.1% CAT. AVG - LEADER)
JC PENNEY _54_ $63 NIKE ﬂ— 22%
SEARS HOLDINGS CORP _1%7 $59 JC PENNEY == 19%
MACYS — — $45 . SEARS HOLDINGS CORP
Top 7 = 89% NIKE ——— 1L PAYLESS HOLDINGS
P GAP —i%j? GAP
of Total KOHLS mmmr $1f ROSS STORES
Ad Spend PAYLESS HOLDINGS ~ ™=pmm= $15 SCHOTTENSTEIN STORES ~ EEr=pop———
ROSS STORES mmr=g7 $9 MACYS mmmmmmmr==w 7%
SCHOTTENSTEIN STORES =g %4 KOHLS
TIX = HANESBRANDS
HANESBRANDS o $3 _ 0 HENNES & MAURITZ 20k, 79,
MENS WEARHOUSE .-$$1 $3 Top 4 =70% MENS WEARHOUSE  mmr=rz= 3%
SKECHERS l'$01$$2 of Total Cat SKECHBEEIT} m%-zf//o
HENNES & MAURITZ B g2 Ad Spend % 2%
VF I ¢1$1 P D'I;Jx -.120;/:0
BELK $-1$1 ACTIVE SPENDERS VE IT{(:D?#
KERDIQV(\;, I$§u LIMITED BRANDS ~ =¢}%
. & KERING m %
LIMITED BRAND b
GUESSS gg m 2014 GUESS? ' %
HUDSONS BAY  §0 HUDSONS BAY 8%
RALPHLAUREN | §p m 2010 RALPH LAUIF'\:\EI” .gggo
PVH  §
i PRADA HOLDING  £%
NM M ARIEg@RﬁlgﬁBmg‘g §: NM MARIPOSA HOLDINGS  §%
10S A BANK CLOTHIERS go JOS A BANK CLOTHIERS : 3%
GLOBAL LEADING BRANDS HOUSE HOLDNGS  §: GLOBAL LEADING BRANDS I-Ie?gsglgc/’xlkljlv?piﬁ ggﬁ
GIORGIO ARMANI  §: DILLARDS (%
DILLARDS | $p COACH 8%
COACH  §: CALLAWAY GOLF Bt
¥ v CALLAWAY GOLF  §: BIG5  B%
_ahaa |- BIGS  §: ADIDAS B 9
o ADIDAS g

UNIVERSITY
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Vast Majority Of Active Players Growing In Both Ad Spend & Hispanic
Allocation Since 2010

1\ E Increase in E
$14000 | = ! Hispanic AdSpend & ! o8
o ! Increase in !
____________ s ! % Hispanic Allocation !
| Increase in Hispanic | $12,000 - g_ D ettt :
| Docreasein% | Z Payless, Sears, JC Penney,
1 Hispanic Allocation 1 ¢15,000— Nike, Ross Stores & The Gap
s e R Increased Hispanic
e | SEARS HOLDINGS CORP Allocation By >2.5 points
and Hispanic AdSpend by
oo NIKE >$4M each since 2010
$4,000 - HANESBRANDS
MACYS ® o
$2,000/ $
HENNES & MAURITZ TiX o DSW &——— Change in % Hisp Allocation——y
0% 60GI0 A_RM:MO /OCOA'C':U B 5.0% ______10._0%, ___________ 15.0% 20.0%
'I'T Decrease in Hispanic 1 | Decrease in Hispanic AdSpend & !

i 000)
{_ gl fAdSpend & decrease irpth.0f ! Increase in % Hispanic Allocation | 10
Hispanic Allocation Y IS S

UNIVERSIEY — — o o m e - 2010-2014 Nielsen Monitor Plus data; Santiago Squtlons Group analysis & interpretation for AHAA: The Voice of Hispanic Marketing




Hlsp pic Ad Spergi'rends 2010-14
App iance-Electronics
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Appliance-Electronics Category (Appliances, Devices, Electronics) Among Top 500 US Advertisers

Aggregate Hispanic AdSpend By Appliances Increased 3.3x, Allocation jumped 2.6 percentage
points & Average Company Hispanic Dedicated AdSpend increased to $7.3M.
The category, however, resides on the cusp of Laggard - Follower allocation tier.

Total Appliance-Electronics Average Appliance-Electronics Hispanic % of Overall
Hispanic AdSpend* Hispanic AdSpend* Appliance-Electronics
$$ MiIIion§117NI $% Millions AdSpend*

p
“f

/ / $7.3M | 3 59

$27\ 0.9% ) e |
D +3.3x —m points ‘
2010 2014 2010 2014

v *Among Top 500 in 2014

_ahaa
Pas | =R 12
M 2010-2014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for AHAA: The Voice of Hispanic Marketing



MICROSOFT & SAMSUNG = 64% of Ad spend.
SONY & APPLE = 27% of Ad spend.

MICROSOFT, LENOVO, SAMSUNG
strongest in Hispanic Allocation

Hispanic Ad Spend $ (000’s) Hispanic % of Overall Allocation (3.5% CAT. AVG. - LAGGARD)
MICROSOFT CORP F $38 MICROSOFT CORP P 7%
37
SAMSUNG ELECTRONICS CO LT D - ’ LENOVO GROUP LTD e —— 6%
SONY CORP -$17$20 SAMSUNG ELECTRONICS CO LTD  [F e — 6%

APPLE INC Iy 12 Top 4 =91%
of Total Cat

s Ad Spend
HEWLETT-PACKARD CO ™/ ACTIVE SPENDERS

LENOVO GROUP LTD ™= 56

sonvcorr T ¢ AVG. +

BSH BOSCH UND SIEMENS HAUSGERT GMBH | $0
WHIRLPOOL CORP  #f m 2014
Lecorp 3 m 2010

ROYAL PHILIPS ELECTRONICS NV #f

EURO-PRO OPERATING LLC ¢ §0

NINTENDO COLTD sy
INTELCORP ¥
DYSONLTD  #;

CANON INC §:

- 5 BOSE CORP iy

HEWLETT-PACKARD CO [ op—— 3,
APPLE INC ' 27,

BSH BOSCH UND SIEMENS HAUSGERT GMBH  ™§,0%
WHIRLPOOL CORP ! {vh
ROYAL PHILIPS ELECTRONICS NV O,
LGCORP | o
EURO-PRO OPERATINGLLC %
NINTENDO COLTD i 3¢,
INTEL CORP | Qs
DYSONLTD {4
CANONINC &

BOSE CORP | O%
13
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2014 Active Players Grew Both Ad Spend & Hispanic Allocation Since 2010.
Nintendo Dropped Hispanic Spending Between 2010 & 2014.

Appliance: 2010-2014 Hispanic AdSpend & Hispanic Allocation Change

it e MICROSOFT
_____________ . °
\ Increase in Hispanic 1 T ! Increase in :
: DAdSpeno_l &(y : 835,000 1 £ i Hispanic AdSpend & |
I ecrease In /o ! = . |
! Hispanic Allocation | 2 , [Increasein I
—————————————— $30,000 {5 : /o Hispanic Allocation !
e TEEEEE e e e e e
T MICROSOFT, SAMSUNG,
25000 18 APPLE & LENOVO
© ] u
S Increased Hispanic
$20,000 - . .
| Allocation By >1 point &
v | Hispanic AdSpend by
| >$5M each since 2010
$10,000 -
$5,000 -
® SONY  HEWLETT-PACKARD
ELEC ii'icl)N .y ° <€ Change in % Hisp Allocation =———>
3.0% 2.0% 4.0% DYSON 0.4% 10% 2.0% 3.0% 4.0% 5.0% 6.0% 7.0%
L e p——— o g \ Decrease in Hispanic AdSpend & ;
A.:__-ahaa : Decrease in Hispanic AdSpend & ! (5,000) g Increase in % Hispanic Allocation | 14

0
UNIVERSITY '_d_egre_aie_l n_ /i Iils_pinlc_A EOE a_t'S"_l 2010-2014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for AHAA The Voice of Hispanic Marketing



Hlspanlc Ad Spend |‘_(:ends 2010-14
Home Re cur'-

urnishings
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Home Repair/Furnishing Category (Furniture, Home Improvements, Home Decor) Among Top 500 US Advertisers

Category Aggregate Hispanic AdSpend Increased 68% to $219M, a company Average of $9.1M.
Allocation jumped 3.3 percentage points to 8.8% rising from Follower - Leader tier.

Total Home Repair/Furnishing Average Home Repair/Furnishing Hispanic % of Overall Home
Hispanic AdSpend* Hispanic AdSpend* Repair/Furnishing AdSpend*
$$ Millions $$ Millions

$219M 8.8%
$131M / H 5.5%
N L ‘ +3.3%

I +68% ﬁ +82% points

— — ] al
2010 2014 2010 ' 2014 ZO‘ﬂ 20[4

aGan *Among Top 500 in 2014

UNIVERSITY 2010-2014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for AHAA: The Voice of Hispanic Marketing 16



HOME DEPOT skyrocketed to category leader with
32% of category Ad spend. LOWES, ROOMS TO
GO & IKEA follow with combined 43% Ad spend.

IKEA, AARONS, HOME DEPOT
strongest in Hispanic Allocation

Hispanic Ad Spend $ (000’s) Hispanic % of Overall Allocation (8.8% CAT. AVG. - LEADER)
— 0,
HOME DEPO T |y — $70 IKEA hm%zm
LOWES I— §36 LG 20%
ROOMS TO GO E——— $34$36 HOME DEPOT —W_W 19%
KEA Epp— 524 FURNITURE ROW [ “
RENT-A.CTR - RENT-A-CTR e 16%
s . m 2014 o ROOMS TO GO =T 15%
RMTURE RN, e 87 = 2010 © LIVING SPACES FURNITURE_ ey (00
LOWES I . ’
ASHLEY FURNITURE =T $7 SLEEPYS om0, AVG.
AARONS m™T; $6 MENARD =y 7Y%,
MENARD BF™g7 $6 ASHLEY FURNITURE = 4%
LIVING SPACES FURNITURE ™ $§5 RAYMOURS FURNITURE ™o 3%
EMPIRE TODAY -445., EMPIRE TODAY % 5%
RAYMOURS FURNITURE I'$1$3 Top 4="173% ANDREAS STIHL ™%, 2%
SELECT COMFORT ™ ¢ of Total STANLEY STEEMER ™1%
ANDREAS STHL " i Ad Spend SELECT COMFORT  ™)d/%
STANLEY STEEMER ' $§3 SHERWIN-WILLIAMS ;%0%0//
SHERWIN-WILLIAMS | $4 LA-Z-BOY °
LA-ZBOY  $Q1 ACTIVE SPENDERS PIER 1 IMPORTS , (s,
PIER 1 IMPORTS  §f ANDERSEN %
ANDERSEN ¢ $0 WINDOW WORLD  §%
WINDOW WORLD  §p TEMPUR SEALY  §%
TEMPUR SEALY  §: SAFE STEP WALKINTUB %
SAFE STEPWALKINTUB  §: MASCO B
G MASCO  §p HAVERTYS FURNITURE  §%
UNIVERSITY ERTYS FURNITURE $$ 2010-2014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for AHAA: The Voice of Hispanic Marketing Y




Vast Majority Of Active Players, Large & Small, Growing In Both Ad Spend
& Hispanic Allocation Since 2010

Home Repair/Furnishing: 2010-2014 Hispanic AdSpend & Hispanic Allocation Change

$26,500 -

1‘ ! Increase in :
5 HOME DEPOT o ' Hispanic AdSpend & |
2 : Increase in :
e eeir et A B \ % Hispanic Allocation |
, Increasein e 1
I Hispanic I i)
! AdSpend & ! :"_E
Decrease in % =
: A-Illispanic $16,5:00 - qé? * IKEA
I ocation ©
|
""""" S oS 0.6 HOME DEPOT, IKEA, FURNITURE ROW & SLEEPY’s
® R M T ] u ] ]
! Increased Hispanic Allocation By >5 points and
11 - u u u
s Hispanic AdSpend by >$5M each since 2010
FURNITURE ROW
$6,500 -
T e AQRONS ME,\TARD e RENT-A-CTR
ecrease In
: Hispanic AdSpend : LIVING SPACES
| &decreasein% | $1,50‘f ’ l\l ITUREELECT co?nEc%MOURS FURNITURE — 0/ Hi :
I Hispanic Allocation o\ o ANDREAS STIHL Change in % Hisp Allocation =———>
-3.0% l 1.0% pier | iMPORTg 0% 3.0% 5.0% 0% _____90% ______ 11.0% 13.0% 15.0% 17.0%
f'ahat 3 J I Decrease in Hispanic AdSpend & :
£= PIRE TODA$Y(3 500) : Increase in % Hispanic Allocation I 18

UNIVERSITY 2010-2014 Nielsen Monitor Plus data; Santiago Solufions Group analysis & interpretation for AHAA: The Voice of Hispanic Marketing
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Hispanic Ad Spend Trends 2010-14

Phar'maceu’rical Ca’regory
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Pharmaceutical Category Among Top 500 US Advertisers

Aggregate Hispanic AdSpend Only Increased 4%, Allocation Remained Flat in Laggard tier
& the Average Company Hispanic Dedicated AdSpend Decreased Slightly to $6.3M

Total Hispanic AdSpend* Average Pharma Hispanic % of Overall Pharma AdSpend*
$$ Millions Hispanic AdSpend*
$$ Millions

2.60/0 2.50/0

-0.1 pts

2010 2014 2010 2014 2010 2014

‘E@' Among T()p 500 in 2014 2010-2014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for
_LVWI) AHAA: The Voice of Hispanic Marketing 21
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J & J dominates with 45% of category Ad spend.
PFIZER, SANOFI, BAYER AG, MERCK & ABBOTT
LAB follow with combined 44% Ad spend.

ABBOTT LAB AND JOHNSON & JOHNSON
strongest in Hispanic Allocation

Hispanic Ad Spend $ (000’s)

Hispanic % of Overall Allocation (2.5% CAT. AVG. — LAGGARD)

JOHNSON & JOHNSON | -7

PFIZER 2%
SANOF| [ 513

BAYERAG |=mmm 513
MERCK n $12
ABBOTT LAB [ $10

ABBVIE - $6
GLAXOSMITHKLINE PLC ]-5154

ABBOTT LAB | 10%

JOHNSON & JOHNSON
MERCK . 5%

. (]

8%

(+]

CH BOEHRINGER SOHN  ™¢52 Top 4 = 76%
BRISTOL-MYERS SQUIBB [ &2 of Total
HISAMITSU PHARMA F ¢l Ad Spend
GILEAD SCIENCES ' &1
NOVARTISAG lmid <o ACTIVE SPENDERS
EISAI | §0
ESSILORINTL  § m 2014
OTSUKA PHARMA | 2§
NOVO NORDISK | §0 m 2010

ELILILLY & CO il $12

ASTRAZENECA PLC | 30

AMGEN | &0

VALEANT PHARMA INTL | §:

ROCHE HOLDING AG | &

MYLAN | &

W RONWOODPHARMA @ -
ahaa - 1

=8 ALLERGAN | 3y

UNIVERSITY

<
L=

SANOFI g 4% AVG. +
BAYER AG - 7%
PFIZER _%9‘%%
HISAMITSU PHARMA Hy— 2%
GILEAD SCIENCES H}p- 2%
ABBVIE Hlp- 2%
CH BOEHRINGER SOHN ]'M 1%
GLAXOSMITHKLINE PLC mo/g%
NOVARTIS AG  MaReidiem 3%
BRISTOL-MYERS SQUIBB _h'o‘?s%%
EISAI ™.5%
ESSILOR INTL :rcﬂl%j;/o
OTSUKAPHARMA | §¢
NOVO NORDISK | 8
ELI LILLY & CO J.M_" 3%
ASTRAZENECAPLC | (%
AMGEN | g%
VALEANT PHARMA INTL | 8%
ROCHE HOLDING AG :_P%._r,%
MYLAN | 8%
IRONWOOD PHARMA | 8%
ALLERGAN | ¥ 22
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Many Companies Are Growing In AdSpend & Allocation,

However Category (Laggard Tier) Has Lots Of Opportunity For Expansion

Pharma: 2010-2014 Hispanic AdSpend & Hispanic Allocation Change

- T T T T T T T T T T T T T 1= T-- - = == ============ 1
! Increase in | $35,000 - T ! Increase in | ® JOHNSON & JOHNSON
i Hispanic AdSpend & | ' Hispanic AdSpend & 1
| . 0 1 = "
L Decrease in v ! : Increasein : J&J, San0f|, Abbott & Merck
, Hispanic Allocation ! 1 % Hispanic Allocation - : .
————————————————— 826000 | O === =T=====-—-———_u Increased Hispanic Allocation By
>3 points and Hispanic AdSpend
by >$5M each since 2010
$15,000
\L ® SANOFI
A BAYER AG ABBOTT LAB
BRISTOL-MYERS SQUIBB N
OTSERA BRI $5.000 | | GLAXOSMITHKLINE PLC OMERCK
ABB\N CH BOEHRINGER SOHN
ROCHE HOLDINGN g Gisn ¢ HISAMITSU PHARMA < —
-3% -1% u g 1% \ 3% 5% 7% 9%
PFIZER
- $(5.000) 7\LL$ESRSGILA(I)\IR INTL GILEAD SCIENCES e |
NOVARTIS AG l Decrease in |
| Hispanic AdSpend & |
¢ ELILILLY & CO : Increase in :
I I

$(15,000) -

Decrease in
Hispanic AdSpend &
decreasein
% Hispanic Allocation

UNIVERSJTY

% Hispanic Allocation

—————————————————

AHAA: The Voice of Hispanic Marketing

I
|
: 2010-2014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for
:
1
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Hispanic Ad Spend Trends 2010-14
Restaurants Category
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Restaurant Category (Fast, Family, Casual, Fine) Among Top 500 US Advertisers

Aggregate Hispanic AdSpend By Restaurants Increased 68% & Allocation jumped 3.5
percentage points growing within Leader tier. The Average Restaurant Company Hispanic
Dedicated AdSpend increased to $21.5M

Total Hispanic AdSpend* Average Restaurant Hispanic % of Overall
% Millions Hispanic AdSpend* Restaurant AdSpend*
$559M $$ Millions
11.4%
$332M
7.9% / "
+68% +3.5%
Points
——
2010 2014 2010 2014

b o o * '
alise Among Top 500 in 2014
_U,m, SITY 2010-2014 Nielsen Monitor Plus data; Santiago Solutions Group analysis & interpretation for AHAA: The Voice of Hispanic Marketing

25



McDonalds dominates with 33% of category Ad
spend. YUM!, WENDY'’S, SUBWAY follow with
combined 26% Ad spend.

WHATABURGER, DENNY’S, AFC - POPEYE'’S,
JACK-IN-THE-BOX, McDONALD’S & WENDY'S
strongest in Hispanic Allocation

Hispanic Ad Spend $ (000’s)

MCDONALDS

YUM! BRANDS

WENDYS

(Subway) DOCTORS ASSOC
DOMINOS PIZZA

(Popeye’s) AFC ENTERPRISES
SONIC

JACK IN THE BOX

BAIN CAPITAL

DENNYS

(IHOP, Applebee’s) DINEEQUITY
PAPA JOHNS

DARDEN RESTAURANTS
DUNKIN BRANDS

LITTLE CAESARS ENTERPRISES
(Chili's, Maggiano’s) BRINKER INTL
WHATABURGER

STARBUCKS

APOLLO GLOBAL MANAGEMENT

I — {184
$59 $136

W
el $39

—_—

T 5523
-$—11 $20
$17

e $17

$16
-$|—2TJ $16 Top 4 = 59%

w1 of Total
=g, $11
Ad Spend

m 2014
m 2010

ACTIVE SPENDERS

Hispanic % of Overall Allocation (CAT. AVG. 11.4% - LEADER)

WHATABURGER P 30%
DENNYS 4%— 28%

AFC ENTERPRISES ~ e 24%
e
JACK IN THE BOX — 19% AVG. +
MCDONALDS = 19%
WENDYS
BIC DOMINOS PIZZA L e, (30

BAIN CAPITAL

CHICK-FIL-A

SUN CAPITAL PARTNERS
BUFFALO WILD WINGS
GOLDEN GATE PE
PANERA BREAD

ZAXBYS FRANCHISING

b o o RUBY TUESDAY
{_ahaa |-

= —

UNIVERSITY

SONIC

BRINKER INTL -2%_ 10%
LITTLE CAESARS ENTERPRISES 7o~ 10%
PAPA JOHNS  IFpm— 9%
STARBUCKS = 9%
YUMIBRANDS IO~ 8% . . .
DARDEN RESTAURANTS _6-%8%
DUNKIN BRANDS T 7% Companles Portfolio
DOCTORS ASSOC _?% 7% Apollo Global Hardee's/
DINEEQUITY -r % Management Carl's Jr
APOLLO GLOBAL MANAGEMENT W/ 1%:) Outback Steakhouse/
SUN CAPITAL PARTNERS o35t Bain Capital  Carrabba's ltalian gril/
CHICK-FIL-A  ™9.8% Bone fish grill
BUFFALO WILDWINGS 12 (8{."90/0 Golden Gate  California Pizza Kitchen/
GOLDEN GATE PE g% PE On the border Mexican Grill
PANERA BREAD (30, Sun Capital Boston Markets/
ZAXBYS FRANCHISING  B% P Friendly ice-cream/

Capitan D's seafood
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Most Active Players, Large & Small, Growing In Both Ad Spend

& Hispanic Allocation Since 2010

27

1‘ e MCDONALDS i Increase in ;
___________ $45,000 1 2 : Hispanic AdSpend & :
' Increase in Hispanic | & ' !
 AdSpend & Decrease in | & e wn | WENDY's, DENNY's, WHATABURGER,
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Technology-Telecom-Entertainment Among Top 500 US Advertisers

Aggregate Hispanic AdSpend By Technology-Telecom-Entertainment Increased by 16%, Allocation
jumped 1.1 percentage points, rising within Leader tier. The Average Company Hispanic AdSpend

increased to $31.3M
Total Technology- Telecom- Average Technology- Telecom- Hispanic % of Overall
Entertainment Hispanic AdSpend* Entertainment Technology-Telecom-
¥ Millions Hispanic AdSpend* Entertainment AdSpend*
§1221M $$ MiIIiorés 10.9%
31.3M
$1040M
$21.8M / ((( )))
oo 143 |
() ) A
A
2010 2014

n ol o

i@k *Among Top 500 in 2014
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DEUTSCHE TELEKOM & AT&T = 29% of Ad spend.
VERIZON, COMCAST, SPRINT & TIME WARNER = 38%
Ad spend. DIRECTV, #2 spender in 2010, #14 in 2014.

GRUPO TELEVISAB, BROADCASTING MEDIA,
DISH, CABLEVISION, TIME WARNER & DEUTSCHE
TELEKOM lead in Hispanic Allocation

Hispanic Ad Spend $ (000s) Hispanic % of Overall Allocation (10.9% CAT. AVG. - LEADER)
T T OTeT L e GRUPO TELEVISAB 100%
0,
VERIZON —_$1(§01 36 $16§ BROADCASTING MEDIA =97 - 9&‘9(? ‘
COMCAST m—7T"] $117 DISH NETWORK =97 - 44%
SOFTBANK (Sprint) =%= $115 CABLEVISION SYSTEMS sy 280 %
TIME WARNER CABLE $106 TIME WARNER CABLE 7o 27%
DISH NETWORK == $86 DEUTSCHE TELEKOM AG o 27% AVG. +
BROADCASTING MEDIA _$38452 $67 CoX ENTERPRHIlSJES e o— 12 of;
MICROSOFT =gy =7 16%
SAMSUNG  =g7=—7, $37 = 2014 BIC_ _ _ SOFTBANK (Sprint) === 1% __ _ ___ __________._
GRUPO TELEVISAB st~ 25 = 2010 VERIZON ~ ‘e~ 09/72%,
CABLEVISION SYSTEMS =gy $$2 80 VIVLI\ETN&DTI e 44%
COX ENTERPRISES ~ mr=gg=— ——
DIRECTV HOLDINGS cogzo $137 CHARTER commw&gggg -17-/;3/
I -y 0
ASPCI;TE $1$217 DIRECTV HOLDINGS Ml 327,
HULU -$-U'$7 _ 0 MICROSOFT =g9, 7%
CENTURYLINK 157 Top 4 =49% RELIANCE BIG ENTERTAINMENT memZl 35,
CHARTER COMMUNICATIONS =56 of Total skﬁ'éﬁxg % g ;o
BTN =5 CENTURYLINK = 5%
VIVENDI m—S$4 $66 Ad Spend SONY 40
AMERICA MOVILDE = g1 94 HEWLETT-PACK oD |_1§/A>3%
HEWLETT-PACKARD —F $1$3 AMERICA MOVIL DE = 403%
RELIANCE BIG ENTERTAINMENT = g0 $2 APPLE b A8
IAC/INTERACTIVE * g0 $1 ACTIVE SPENDERS IAC/INTERACTIVE =
GOOGLE ? GOOGLE 862 o
AMA%SN%%I-I;III- GANNETT  §
VONAGE HOLDINGS VONAGE HOLDINGS 17%
ROYAL PHILIPS ELECTRONICS @
ROYAL PHILIPS ELECTRONICS TECHTRONIC INDUSTRIES 94}*
TECHTRONIC INDUSTRIES AMAZON COM géﬁ
TELEPHONE & DATA 8YSTEMS TELEPHONE & DATA SYSTEMS  =0% 59,
INTEL NINTENDO =0% 3%,
HTC INTEL g%
EBAY HTC 8%
b ol o EBAY
[ ahsal CONSUMERCELLULAR CONSUMER CELLULAR : %
el W =N CANON CANON 8 2010-2014 Nielsen Monitor Plus data; Santiago Solutions Group 30
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Most Companies Growing In Ad Spend & Hispanic Allocation Since 2010.
Notable Exceptions: Previously sizable spenders, DIRECTV, VIVENDI & VONAGE

(now lower left quadrant)

Technology-Telecom-Entertajpment: 2010-2014 Hispanic AdSpend & Hispanic Allocation Change

' Increase in Hispanic 1 ! : ncrease in |
. AdSpend & Decrease in | 6120000 { 5 | Hispanic AdSpend & \
. " Hispanic Allocation ! |8 o SOFTBANK (Sprint) | Increase in i
3 : % Hispanic Allocation -
$100000 1 T TTTmTmTmTmmmEmEmmmmmmmmEEEETS !
:lé e DEUTSCHE TELEKOM AG DISH NETWORK
580,000 - dé’ TIME WARNER CABLE
S : SPRINT, DEUTSCHE TELEKOM,
(&)
\L COMCAST DISH NETWORK, TIME WARNER
i & COMCAST Increased Hispanic
Allocation By >4 points and
340,000 1 ® MICROSOFT Hispanic AdSpend by >$6M each
COX ENTERPRISES since 2010
$20,000 -
RELIANCE BIG ENTE_RTAINT wm CENT‘: ILINg;Y.CHARTER COMMUNIGATIONs € Change in % Hisp Allocation ——>
-30.0% -20.0% 110.0%onsUNER CELLUL ARG AGUNTERACTIVE ) g oo 20.0% 30.0% 40.0% 50.0%

Vivendi (-31.6%, -$62,135) Direct TV (-24.5%, -$110,763) GRUPO TELEVIS VERIZON

e VONAGE HOLDINGS $(20,000) 1 GANNETT e e
ST l Decrease in Hispanic

A Decrease in Hispanic I AdSpend & Increase in %
v .1 AdSpend & decreasein % | Hliospanic Allocation o
1

SRy : i . . !
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Broadcasting Media (97.6%, -$15,551)
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Summary
Apparel * Appliance-Electronics * Home Repair-Furnishings * Pharma e
Restaurants ¢ Technology-Telecom-Entertainment

* Hispanic dedicated Allocation pushing above 10% - properly setting Hispanic as an integral Total
Market priority generating a considerable share of the overall new growth.

 Among these six important discretionary-spending categories, the majority of the growth in
Hispanic Dedicated media is coming from a reduction of companies at the lowest allocation tier of
On-The-Sidelines and a significant increase in companies at a Leader and Best-In-Class tiers.

. ALI Six categories increased their concerted Hispanic dedicated efforts with the exception of
Pharma.

. I;ce)ssg/urants at 11.4% allocation share to Hispanic dedicated media just surpassed Tech-Telecom-Entertainment at
. 0.

 Home Repair & Furniture at 8.8% Hispanic dedicated media allocation just surpassed that of the Top 500
advertisers (8.5%).

* The average spend ranges from S6M by Pharma companies to S31M by companies in the Tech-
Telecom-Entertainment category.

* The average spend expanded by a multiple of 7 in the Appliance-Electronics sector and nearly doubled among
Home Repair & Furniture companies.

* Among these consumer categories, Technology-Telecom-Entertainment invests the most dollars in
ad spend to dedicated Hispanic efforts at $1.2 billion in 2014.

* Appliance-Electronics made the most radical investment jump followed by Home Repairs-Furnishings and
Restaurants.
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Key Category Conclusions

APPAREL
$263M

$117M

UNIVERSITY

Solid 19% AdSpend growth since 2010
7.1% Hispanic allocation, rising within Leader tier from 5.3% in 2010

Growth is widespread ...coming from the biggest 2 players, JCP (+59M) &
Sears (+$7M), Mid-sized spenders such as The Gap (+4M) & Nike (+$5M) &
new spenders, most notably Payless ($15M)

4 players allocate Best-In-Class double digit percentages to Hispanic
targeted media: Nike (22%), JCP (19%), Sears & Payless (17%)

Fast growth since 2010, +330% in AdSpend, but off small base

33% Hispanic allocation = Laggard tier (cusp of Follower) up from On-The-
Sidelines

Growth coming from new big players such as Microsoft ($38M), Samsung
($34M), Apple ($12M) and Lenovo ($6M)

Only Microsoft spends at Leader allocation level
10 less Top 500 companies than in 2010 with many acquisitions & mergers




Key Category Conclusions

$219M

$165M

UNIVERSITY

* Significant 68% AdSpend growth since 2010

* 8.8% Leader tier Hispanic allocation, rising from Follower (5.5%) in
2010; 35% of companies raised allocation levels 2010 - 2014

* Growth is widespread ...coming from the biggest player, Home Depot
creating a dominant lead (+$23M), other big players such as IKEA
(+$17M) & Rooms To Go (+$14M) plus lots of new spenders

* Small AdSpend growth since 2010 (+4%) & negative trend in average
company spend (-9%)

* Flat 2.5% Hispanic allocation places Pharma in Laggard tier

* Growth comes from lead spender J & J (+$36M) + Abbott (+59Mm), Bayer
(+$11M) & Merck (+$6M) and Sanofi from SO to S13M.

* This if offset by declines such as Eli Lilly (-s12M), Novartis (-$5M) &
Pfizer (-S3M)
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Key Category Conclusions

$559M

TECHNOLOGY/TELECOM/
ENTERTAINMENT
$1,221M

w
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* Significant 68% AdSpend growth since 2010
* Strong 11.4% Leader tier Hispanic allocation, rising within Leader tier

from 7.9% in 2010; well above Top 500 average of 8.5%

Growth is widespread ...coming from the dominant player,
McDonald’s (+$48M!), other solid spenders such as Wendy’s (+$31M) &
YUM! (+$17M) and numerous smaller and new spenders

High AdSpend category at $1,221M and growing a solid +16% since 2010

Major growth from 2014 #1 spender Deutsche Telekom (+95M), Time
Warner (+575M), Comcast (+$66M) and lower growth from others

Growth also comes from newer spenders such as Sprint (S115M), Microsoft
(S38M) and Samsung (S37M)

There were some declines such as DirecTV, Vivendi, Broadcast Media &
Vonage

9 company allocations exceed Best In Class levels, several by significant
levels (Grupo TelevisaB, Broadcasting Media, DISH, Cablevision, Time Warner,
Deutsche Telekom, Cox, HULU, Sprint
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A look into the future

Tech-Telecom-Entertainment, Restaurants and Apparel Might Be Poised To Further

Increase Hispanic Dedicated AdSpend the Most
...Depending on Many Variables Such As Bilingual Targeted Programming & Communications Effectiveness, Etc.

Category

Apparel

Appliance-
Electronics

Home Repair-
Furnishings

Pharma
Restaurants

Tech-Telecom-
Entertainment

Total

Current
AdSpend SM | Allocation

$263

S117

$219

$165
$559

51,221

$2,544

Current

7.1%

3.5%

8.8%

2.5%
11.4%

10.9%

Potential
Jump

3.5

3.0

3.0

1.5
3.5

1.0

Potential
Allocation

10.6%

6.5

11.8%

4.0%
15.0%

11.9%

Potential
AdSpend SM

S427

$217

$308

$277
S773

$1,400

$3,402

Potential
Increment

$93

$112
$214

$179

$862

— 65%
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Next AdSpend-Growth Category Analysis
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